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documenting the industry’s journey through this perfect storm.
For the inaugural study, we fielded an online survey of 200 quali-

fied senior executives—director level and above—employed at 
pharma, biotech, devices and diagnostics companies, requesting 
details of marketing budgets and various attitudes towards industry 
challenges, trends and opportunities. Just over half of respondents 
were from pharma, with 25% representing biotech and 19% devices.

One in five were C-suite execs (almost half of these were presi-
dents/CEOs) and the remainder director level or equivalent. Around 
half were employed by companies with less than $500M in annual 
revenues. One in four had sole responsibility for marketing budgets 
(one in three for biotechs), and the number of brands for which 
respondents were responsible varied from just one (27%) or two 
(22%) to “10 or more” (12%).

The results reveal that while overall marketing budgets remain 
fairly flat this year, there has been significant movement between the 
tactical buckets—namely an increase in digital spend at the expense 
of some of the more traditional channels. There is also evidence of 
some withdrawal from unbranded communication.

In terms of their biggest challenges, marketers are concerned 
about the effects of FDA regulations and pressure from payers, 
while looking ahead they overwhelmingly agree that the industry 
has to transform itself in order to remain viable and competitive. 

Marketing Budgets
The mean average total marketing budget in 2013 (Fig. 1) fell slightly 
from $17.6M to $16.8M for all companies, with pharma and devices 
both down slightly, but with biotech showing a marginal gain. Inter-
estingly, small companies (<$500M) showed a gain in mean total 
budget, while medium/large companies ($500M+) posted a loss.

However, the median average budget tells another story, rising 
from $2.4M to $3.2M overall, with pharma up from $4.0M to $4.5M 
and biotech up from $2.2M to $2.7M.

With the mean and median heading in different directions, it is 
likely that we are seeing the result of a handful of big-ticket brands 
having gone off-patent, which has changed the shape of the budget 
distribution curve. This is backed up by the fact that almost two-
thirds of respondents reported an increase in marketing budgets 
this year (Fig. 2), with just one in five reporting a decrease. Size of 
organization again seems to play a significant role, with 73% of small 
companies posting an increase in budgets versus 53% of Medium/
Large companies. Similarly, 28% of Medium/Large companies 
reported a decrease, versus just 15% of small companies.
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Fig. 1: Average Total Marketing Budgets 
(n=117)
 Mean ($M) Median ($M)

 2013 2012 2013 2012

All 16.8 17.6 3.2 2.4

Pharma 23.0 24.8 4.5 4.0

Biotech 7.7 7.3 2.7 2.2

Devices 14.4 14.6 0.6 0.8

Small (<$500M) 3.8 3.6 1.2 0.9

Med/Large (=> $500M) 31.6 33.5 9.0 8.8

Source: MM&M/Ogilvy CommonHealth Healthcare Marketers Trend Report 2013  

Overall, marketing directors allocated around 75% of their total 
budget to healthcare professionals and 25% to the consumer space. 
Broken down by specific audiences, Physicians scored highest, with 
40% of respondents reporting an increase versus just 12% report-
ing a decrease (Fig. 3). Patients fared next best (36% reported an 

increase) followed by Payers (33%) and NPs/PAs (24%). Advocacy 
Groups and Pharmacists saw little increased investment.

“You hear a lot of talk about such as, ‘It’s all about the consumer’ 
or ‘It’s all about payers’” says Mike Luby, founder, president and 
CEO at BioPharma Alliance. “Well these guys are saying that, really, 
it’s much more about the physician than either of those other two.”

Steven Walker, director, cross-franchise initiatives and marketing 
strategy at MedImmune, is not surprised at this either, but expects 
to see a growing focus on NPs and PAs. “People are realizing that 
there is a different educational need for that group of professional, 
there’s different targeting that has to happen and a different language 
that needs to be spoken,” he says. “When the Affordable Care Act 
(ACA) comes online in 2014, with the lack of supply of primary 
care physicians, you’re going to see other HCPs having to step up 
to fill the void. Over the next five years I could envision seeing that 
group jump up to first or second place.”

Luby agrees with that statement. “Consider the spending on 
samples, copay cards and patient support programs,” he says. “Those 
are all things that non-physician staff members on the front line 


